

Brand Management

Sep 2025 Examination

Q1. Select one Consumer Goods company's long running any brand. Consider that this chosen brand with long history was once a market leader but has seen declining sales and relevance among younger consumers. The new brand manager is tasked with revitalizing the brand while maintaining its core values. The brand has strong historical associations but is perceived as outdated. The manager must balance consistency in brand messaging with the need to innovate and appeal to a new generation, all while leveraging the strategic brand management process. Based on the scenario, how should the new brand manager apply the strategic brand management process to revitalize this long running consumer brand chosen by you that has lost relevance among younger consumers, ensuring both consistency and innovation in the brand’s positioning?    Your answer should reflect your concept clarity and application of the same vis--avis given situation. (10 Marks)

Ans 1.

Introduction 

In the dynamic consumer goods industry, even the most iconic brands face challenges of declining relevance when they fail to connect with younger generations. A notable example is Maggi Noodles, a Nestlé brand with over three decades of dominance in India. Maggi once symbolized convenience, trust, and taste, enjoying an emotional connection with millions of households. However, controversies like the 2015 ban, coupled with growing competition and evolving consumer preferences toward healthier options, made the brand appear outdated and vulnerable. The challenge for the new brand manager lies in revitalizing Maggi while preserving its core associations 
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Q2. You are a Chief Marketing Officer (CMO) of a leading consumer goods company, expanding its flagship brand into several new international markets. Each market presents unique cultural norms, consumer preferences, and competitive landscapes. The company’s leadership is concerned about maintaining consistent brand equity while adapting to local expectations. Company managmeent as asked you as a CMO to decide how to balance global brand consistency with local relevance, and how to measure  and  manage  brand  equity  across  regions.  Evaluate  the  strategic considerations a multinational company must address when managing brand equity across diverse geographic boundaries and cultures. How should the company adapt its brand management practices to sustain brand equity in the face of local market differences and global competition?  Your answer should reflect your concept clarity and application of the same vis--avis given situation. (10 Marks)

Ans 2.

Introduction 
In today’s interconnected world, multinational consumer goods companies increasingly face the challenge of expanding into international markets while maintaining brand equity. Each country presents unique cultural norms, consumption behaviors, and competitive dynamics that demand adaptation without losing the global brand’s core identity. For instance, a flagship brand like Coca-Cola maintains a globally consistent image of happiness, refreshment, and togetherness, but adapts flavors, packaging, and communication styles to align with local traditions and 
Q3 (A). AgriFresh, a start-up, plans to sell packaged rice in a market where rice is viewed as a generic commodity and price is the main purchase driver. The founders believe that branding can help command a premium and build customer loyalty, but they need a creative strategy to differentiate their product and communicate its unique value. You are advising a start-up that wants to brand a commodity product in a highly price- sensitive market. Create a BRANDING STRATEGY that transforms the commodity into a differentiated brand.   Your answer should reflect your concept clarity and application of the same vis--avis given situation. (5 Marks)

Ans 3a.

Introduction 
Rice is often treated as a low-involvement, price-driven commodity, leaving little room for differentiation. However, with the right branding strategy, AgriFresh can transform rice from a generic product into a meaningful brand. By focusing on quality, authenticity, lifestyle positioning, and emotional resonance, AgriFresh can command a premium while cultivating loyalty. Branding will not only elevate the perception of rice but also create strong recall in a cluttered market. The goal is 
Q3 (B). For  the  same  company  and  scenario  as  given  above  in  Q3  (A),  design  a comprehensive brand management system that leverages both traditional and digital branding elements to build strong brand awareness and acceptance.    Your answer should reflect your concept clarity and application of the same vis--avis given situation. (5 Marks)

Ans 3b.

Introduction 

For AgriFresh, building a differentiated rice brand requires not only creative positioning but also a comprehensive brand management system. Such a system ensures consistency, recognition, and long-term equity by leveraging both traditional and digital branding elements. Traditional branding builds credibility and familiarity in offline markets, while digital tools enable scalable awareness and customer engagement. A systematic approach will help AgriFresh monitor performance, adapt strategies, and strengthen connections with diverse consumer 








